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Abstract 
 
 
The objective of this study is to investigate the relationship among factors such as 
Attitude, Subjective Norms, Perceived Behavioural Control, Perceived Quality and 
Satisfaction with Tourists’ Visit Intention. A total 132 respondents participated in this 
study. All five factors were found to have a positive relationship with Tourists’ Visit 
Intention. The Pearson correlation analysis conducted showed that Perceived 
Behavioural Control is the strongest factor influencing Tourists’ Visit Intention. The 
other four factors showed a weak relationship with Tourists’ Visit Intention.  Apart 
from Perceived Behavioural Control, one demographic factor which is Preferred 
Tourists’ Destination showed a significant relationship with Tourists’ Visit Intention. 
Intention can explain how an action was understood and remembered, how it was 
responded to, and ability to predict about the future action might be taken place. 
Therefore, hotel operators should make an assessment of the market segment and 
study the abilities of their customers and try to synchronize their services to this 
market. 
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Abstrak 
 
 
Objektif kajian ini adalah untuk mengetahui  hubungan antara faktor-faktor seperti 
Sikap, Norma Subjektif, Persepsi Kawalan Tingkah Laku, Tanggapan Kualiti dan 
Kepuasan  dengan Niat Pelancong untuk Melawat. Sebanyak 132 responden telah 
mengambil bahagian dalam kajian ini. Kelima-lima faktor ini telah didapati mempunyai 
hubungan yang positif dengan Niat Pelancong untuk Melawat. Analisis korelasi Pearson 
yang dijalankan menunjukkan bahawa Kawalan Tingkah Laku merupakan faktor yang 
terkuat mempengaruhi Niat Pelancong untuk Melawat. Empat faktor yang lain 
menunjukkan hubungan yang lemah dengan Niat Pelancong untuk Melawat . Selain dari 
Kawalan Tingkah Laku Tanggapan, faktor demografi iaitu Destinasi yang Dipilih 
Pelancong juga menunjukkan hubungan yang signifikan dengan Niat Pelancong untuk 
Melawat. Niat dapat menerangkan bagaimana sesuatu tindakan yang telah difahami dan 
diingati, bagaimana ia bertindak balas, dan kemampuan untuk meramalkan tentang 
tindakan yang mungkin berlaku pada masa depan. Oleh itu, pembekal perkhidmatan 
hotel boleh mengkaji Niat Pelancong untuk Melawat sebagai faktor penting bagi tujuan 
pemasaran. Oleh itu, pembekal perkhidmatan hotel seharusnya membuat penilaian 
mengenai segmen pasaran dan mengkaji kemampuan pelanggan mereka serta cuba untuk 
menyelaraskan perkhidmatan mereka dengan pasaran ini. 
 
 
 
 
 
 
 
  
v 
 
 
 Acknowledgement 
 
 
 
Alhamdulillah. Thanks to Allah SWT, whom with His willing gave me the strength and 
blessing in completing this study. I am truly grateful to Him for the inspirations and 
spirit. 
 
A very special thanks and sincere appreciation goes to my helpful supervisor, Haji 
Mohamad Zainol Abidin bin Adam, Senior Lecturer, College of Business, Universiti 
Utara Malaysia, for his wonderful guidance and enormous patience. The supervision and 
support that he gave throughout this study truly help the progression and smoothness of 
it. Once again, the co-operation given is muchly appreciated. 
 
Deepest thanks and appreciation to my father, Shamsudin bin Shaari, my mother, 
Normariyani binti Ahmad, my siblings, friends and other family members for their 
encouragement, constructive suggestion and support during my study period. Their help 
and support gave me the will and vigor to complete this research 
 
 Last but not least, my word of thanks is also extended to the respondents who 
sacrifice their most valuable time and energy to help me during the data collection 
process. Their cooperation really facilitates my progress in my study at great length. May 
Allah S.W.T. reward the kindness of everyone that I had mentioned above. 
 
  
vi 
 
 
 
Table of Contents 
 
 
CONTENT          PAGE 
 
Permission to use .. .. .. .. .. .. .. .. ii 
Abstract .. .. .. .. .. .. .. .. .. iii 
Abstrak .. .. .. .. .. .. .. .. .. iv 
Acknowlegdement .. .. .. .. .. .. .. .. v 
Table of Contents .. .. .. .. .. .. .. .. vi 
List of Tables .. .. .. .. .. .. .. .. .. x 
List of Figures .. .. .. .. .. .. .. .. .. xii 
 
 
CHAPTER 1: INTRODUCTION 
 
 
1.0 Chapter Introduction .. .. .. .. .. .. .. 1 
1.1 Overview of the Hotel Industry in Malaysia .. .. .. .. 2 
1.1.1 Malaysia Domestic Tourists .. .. .. .. .. 5 
1.2 Hotel Services .. .. .. .. .. .. .. .. 7 
1.2.1 Full-Service Hotels .. .. .. .. .. .. 7 
1.2.2 Limited-Service Hotels .. .. .. .. .. 8 
1.3 Hotel Classification .. .. .. .. .. .. .. 8 
1.4     Consumers’ Purchase Intention .. .. .. .. .. 9 
1.5  Problem Statement .. .. .. .. .. .. .. 12 
1.6       Purpose of Study .. .. .. .. .. .. .. 15 
1.7       Research Questions .. .. .. .. .. .. .. 15 
1.8       Research Objectives .. .. .. .. .. .. .. 16 
1.9       The Variables of the Study .. .. .. .. .. .. 16 
1.9.1 Independent Variable .. .. .. .. .. .. 17 
  
vii 
 
1.9.2  Dependent Variable .. .. .. .. .. .. 17 
1.10 Theoretical Framework .. .. .. .. .. .. 17 
1.11  Hypotheses .. .. .. .. .. .. .. .. 19 
1.12 Significance of the Study .. .. .. .. .. .. 21 
1.13 Chapter Conclusion .. .. .. .. .. .. .. 22 
 
CHAPTER 2: LITERATURE REVIEW 
2.0 Chapter Introduction  .. .. .. .. .. .. 23 
2.1   An Overview of Intention .. .. .. .. .. .. 24 
2.2      Theory of Planned Behaviour (TPB) .. .. .. .. .. 25 
2.3  Consumers’ Purchase Intentions .. .. .. .. .. 27 
2.4  Tourists’ Visiting Intentions .. .. .. .. .. .. 30 
2.5 Attitude .. .. .. .. .. .. .. .. 32 
2.6 Subjective Norms .. .. .. .. .. .. .. 34 
2.7 Perceived Behavioural Control (PBC) .. .. .. .. 36 
2.8 Perceived Quality .. .. .. .. .. .. .. 37 
2.9 Satisfaction .. .. .. .. .. .. .. .. 42 
2.10 Chapter Conclusion .. .. .. .. .. .. .. 48 
  
 
CHAPTER 3: METHODOLOGY 
 
3.0 Chapter Introduction  .. .. .. .. .. .. .. 49 
3.1 Research Design .. .. .. .. .. .. .. 49 
3.2 Questionnaire Design .. .. .. .. .. .. .. 50 
3.3 Sampling Design .. .. .. .. .. .. .. 53 
3.3.1 Sample Size .. .. .. .. .. .. .. 53 
3.4 Data Collection Technique .. .. .. .. .. .. 54  
3.5 Hypotheses Testing .. .. .. .. .. .. .. 54 
  
viii 
 
3.6 Pilot Test .. .. .. .. .. .. .. .. 56 
3.6.1 Reliability and Validity .. .. .. .. .. 56  
3.7 Data Analysis Techniques .. .. .. .. .. .. 58 
3.7.1 Pearson Correlation .. .. .. .. .. .. 59  
3.7.2 The t-test .. .. .. .. .. .. .. 60 
3.7.3 Regression Analysis .. .. .. .. .. .. 61 
3.7.4 Multiple Regression Analysis .. .. .. .. .. 62 
3.8 Chapter Conclusion .. .. … .. .. .. .. 63 
 
 
CHAPTER 4:  FINDINGS 
 
4.0 Chapter Introduction  .. .. .. .. .. .. 64 
4.1 Demographic Data .. .. .. .. .. .. .. 64 
4.1.1 Gender of Respondents .. .. .. .. .. 65 
4.1.2 Age of Respondents .. .. .. .. .. .. 65 
4.1.3 Religion of Respondents .. .. .. .. .. 66 
4.1.4 Marital Status of Respondents .. .. .. .. 66 
4.1.5 Family Status of Respondents .. .. .. .. .. 67 
4.1.6 Education Level of Respondents .. .. .. .. 68 
4.1.7  Income of Respondents .. .. .. .. .. 68 
4.1.8 Period of Working of Respondents .. .. .. .. 69 
4.1.9 Type of Tourism Favoured By Respondents .. .. .. 70 
4.1.10 Information Sources of Respondents .. .. .. .. 71 
4.1.11 Respondents’ Preferred Destination .. .. .. .. 72 
4.2  Linear Regression .. .. .. .. .. .. .. 73 
4.2.1 Attitude .. .. .. .. .. .. .. 74 
4.2.2 Subjective Norms .. .. .. .. .. .. 75 
4.2.3 Perceived Behavioural Control .. .. .. .. 76 
4.2.4 Perceived Quality .. .. .. .. .. .. 77 
4.2.5 Satisfaction .. .. .. .. .. .. .. 78 
  
ix 
 
4.2.6 Visiting Intention .. .. .. .. .. .. 79 
4.3 Independent Samples t-test .. .. .. .. .. .. 80 
4.4 One-Way Analysis of Variance .. .. .. .. .. 80 
4.5 Hypotheses Testing .. .. .. .. .. .. .. 84 
4.6 Regression Analyses .. .. .. .. .. .. .. 89 
4.7 Chapter Conclusion .. .. .. .. .. .. .. 92 
 
 
CHAPTER 5:   DISCUSSIONS, RECOMMENDATIONS AND CONCLUSION 
 
5.0 Chapter Introduction  .. .. .. .. .. .. 93 
5.1  Discussion .. .. .. .. .. .. .. .. 93 
5.2 Limitations of the Study .. .. .. .. .. .. 100 
5.3 Recommendations .. .. .. .. .. .. .. 101 
5.4 Conclusion .. .. .. .. .. .. .. .. 102 
 
REFERENCES .. .. .. .. .. .. .. .. 103 
APENDIX A 
APENDIX B 
 
 
 
 
 
 
 
 
 
 
 
 
 
  
x 
 
 
List of Tables 
 
 
 
TABLES         PAGE 
 
Table 1.1:  Hotels and Rooms Overview .. .. .. .. .. 5 
Table 1.2:   Occupancy Rate of Hotels in Malaysia  .. .. .. 13 
Table 3.1:  Summary of the Questionnaire Design .. .. .. 52 
Table 3.2 Reliability of Pilot Test .. .. .. .. .. 58 
Table 3.3:   Strength of relationship for Coefficient correlation (r) .. 59 
Table 4.1: Gender of Respondents .. .. ..  .. .. 65 
Table 4.2:  Age of respondents .. .. .. .. .. .. 66 
Table 4.3:  Religion of the respondents .. .. .. .. .. 66 
Table 4.4:   Marital Status of Respondents .. .. .. .. 67 
Table 4.5:  Family Status of Respondents .. .. .. .. .. 67 
Table 4.6: Education Level of Respondents .. .. .. .. 68 
Table 4.7:  Income of Respondents (RM / months) .. .. .. 69 
Table 4.8:  Period of Working of Respondents .. .. .. .. 69 
Table 4.9:  Type of tourism favour by respondents .. .. .. 70 
Table 4.10: Preferred Tourist Destination  .. .. .. .. 72 
Table 4.11: Descriptive Statistics .. .. .. .. .. .. 73 
Table 4.12: Mean and Standard Deviation of Items Measuring Attitude  74 
Table 4.13: Mean and Standard Deviation of Items Measuring  Subjective 
  Norms .. .. .. .. .. .. .. .. 75 
Table 4.14: Mean and Standard Deviation of Items Measuring Perceived  
 Behavioural  Control .. .. .. .. .. .. 76 
Table 4.15: Mean and Standard Deviation of Items Measuring Perceived  
  Quality.. .. .. .. .. .. .. .. 77 
Table 4.16: Mean and Standard Deviation of Items Measuring  
  Satisfaction .. .. .. .. .. .. .. 78 
Table 4.17: Mean and Standard Deviation of Items Measuring Visiting 
  Intention .. .. .. .. .. .. .. 79 
  
xi 
 
 
Table 4.18:  Independent Samples Test between Gender and Visiting  
Intention .. .. .. .. .. .. .. 80 
Table 4.19: One-Way ANOVA .. .. .. .. .. .. 83 
Table 4.20:  Robust Tests of Equality of Means .. .. .. .. 83 
Table 4.21:  Multiple Comparisons for Preferred Tourist Destination .. 83 
Table 4.22:  Correlation between Attitude and Tourists’ Visiting Intention 84 
Table 4.23:  Correlation between Subjective Norms and Tourist Visiting 
  Intention .. .. .. .. .. .. .. 85 
Table 4.24: Correlation between Perceived Behavioural Control and  
Tourists’ Visiting Intention .. .. .. .. .. 86 
Table 4.25:  Correlation between Perceived Quality and Tourists’  
Visiting Intention .. .. .. .. .. .. 87 
Table 4.26:   Correlation between Satisfaction and Tourists’ Visiting  
Intention .. .. .. .. .. .. .. 88 
Table 4.27:  Regression for Independent and Dependent Variables .. 89 
Table 4.28:  Regression for Demographics, Perceived Behavioural  
Control and Dependent Variables .. .. .. .. 90 
Table 4.29:  Multiple Regression Model Summary .. .. .. 91 
Table 4.30:  Beta Coefficients .. .. .. .. .. .. 91 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  
xii 
 
 
List of Figures 
 
 
FIGURES          PAGE 
Figure 1.1:  Black Box Model of Consumer Buying Behaviour .. .. 10 
Figure 1.2: Theoretical Framework of the Study .. .. .. .. 18 
Figure 2.1: The Theory of Planned Behavior .. .. .. .. 26 
Figure 4.1: Information Source of Respondents .. .. .. .. 71 
 
 
 
 
 
 
 
 
 
 
 
  
1 
 
1 
BACKGROUND AND AIMS 
 
 
1.0 CHAPTER INTRODUCTION 
 
This study investigates the influence of customer purchase intention towards hotel 
services. Specifically, it will discuss the importance of the customer intention variables 
such as Attitude, Subjective Norms, Perceived Behavioural Control, Perceived Quality 
and Satisfaction on Tourists’ Visiting Intention. This chapter contains (1) Background of 
the Study, (2) Problem Statement, (3) Objectives of the Study, (4) Research Questions, 
(5) Theoretical Framework, (6) Hypotheses and (7) Significance of the Study.  
 
 Part One Background of the Study explains the general description of Visiting 
Intention. Part Two Problem Statement will describe the issue in this study. Part Three 
Objectives of the Study provides the detailed overview on how to achieve the objectives 
of this study. Part Four Research Questions provide the questions to be addressed in this 
study. Part Five Theoretical Framework explains the theoretical framework for this study. 
Part Six outlines the hypotheses of the study while part Seven discusses the importance 
and purpose of this study. 
 
 
The contents of 
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only 
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